Journal 


of the 


Market 
esearch 
Society 


Volume 19, 1977 


ad 
ES? 
f 
: 


‘ 
ag 
| 
a 
ie. 
> 


Index volume 19 1977 


Volume 19 1977 
Author /title index 


m denotes Miscellany c denotes Communications 


ABRAMS, Mark. Social research and market research: the case of 
Paul Lazarsfeld 


Apams, James R. Discrimination tests 


ALBAUM, GERALD; Best, RoGER and Hawkins, Dev. The measure- 
ment properties of semantic scale data 


BeazLey, Davip see OPPEDIJK VAN VEEN, WALLE M. 
Best, RoGerR see ALBAUM, GERALD 


Buck, S. F.; FarrctouGu, E. H.; Jepucorrt, J. St. G. and RinGer, 
D. W. C. Conditioning and bias in consumer panels—some 
new results 


CHAPPELL, BRIAN see DICKENS, JACKIE 


Davies, P. R. Response rates 


Dickens, Jackie and CHAPPELL, BRIAN. Food for Freud? A study of 
the sexual polarisation of food and food products 


FaircLouGu, E. H. see Buck, S. F. 
FARBRIDGE, VALERIE. Fieldwork standards 3 
FRENCH, WARREN A. see MARTIN, WARREN S. 


139¢ 


Hanpysipe, ALAN J. and Irons, PAULINE S. The trade as a consu- 


mer—a manufacturer's application of penetration and repeat pur- 
chase 3 


123 
Harris, Paut. The effect of clustering on costs and sampling errors 
of random samples 3 112 
iq Hawkins, Det see ALBAUM, GERALD 
& Hopcson, Peter. Sales promotion research: a plea for more research 
involvement 18m 


Hyetrt, G. P. Letter to the editor 


IRONS, PAULINE S. see HANDyYsIDE, ALAN J. 


Jepucott, J. St. G. see Buck, S. F. 


Josper, D. and Rainsow, C. A study of the development and 
implementation of marketing information systems in British in- 
dustry 


MANSBRIDGE, ELIZABETH see WORCESTER, ROBERT M. 


MartTIN, WARREN S. and FRENCH, WARREN A. Inter-instrument 
consistency 


Martyn, Joun. Fieldwork quality—a client’s view 
Letter to the editor 


wn + 
> 
an 


Ouiver, Ropney A. An evaluation of the use made of evaluation 
research in a National Tourist Board 


number page 
\ 
| 28¢ 
27¢ 
| | 
177 
| 
| 
| 3 104 
re 
Ic 
] : 


OppPEDIK VAN VEEN, WALLE M. and Beaz.ey, Davin. An investiga- 


tion of alternative methods of applying the trade-off model l 2 
Rainsow, C. see Jopper, D. 
Rincer, D. W. C. see Buck, S. F. 
Wess, NorMan L. TV advertising schedules 1 27¢ 
Worcester, Ropert M. and MAnssripGe, ELizaBeTH. Tracking 
studies: basis for decision making a 167 
Subject index 
number page 
Advertising 
effect of campaign a 172 
women in 2 77 
TV schedules | 27 
Attribute studies 1 2 
Bias in consumer panels 2 59 
Brand share prediction 3 123 
Clustering 3 112 
Common market study 4 168 
Consumer panel 
bias 59 
conditioning 2 59 
data 3 123 
Decision making studies a 167 
Department store study 1 22 
Design effects 3 113 
Discrimination tests 1 28 
Distribution measures 3 123 
EEC Referendum Campaign study 4 168 
English holidays a 
English Tourist Board 4 
Evaluation research 4 
Female attitudes to food 2 
Fieldwork quality 2 
3 
Food study 2 
Forced choice technique 4 
Full concepts data collection | 


2 
ore 


Heavy buyer effect 
Holiday attitudes 
Hull North By-Election survey 


ICI study 

Ideas in action study 
Inter-instrument consistency 
Interval scales 

Interviewing standards 


Intra-class correlation coefficients 


Lazarsfeld, Paul 
Likert scale 


Male attitudes to food 

Man appeal 

Manufacturing study 

Mapping 

Marketing Information Systems (MK.1.S.) 
Measurement scales 

Monadic scales 

MONANOVA 

Mortality bias 


National Water Council study 
New product development 


Nielsen data 


Paired comparisons 
Pairwise data collection 
Penetration 

Philips study 
PERMUT 

Points of view analysis 
Polling districts 
Preference data 


Random samples 

Rank order scales 
Recruitment bias 
Referendum study 
Repeat purchasing 
Respondent conditioning 
Response rates 
Restaurant choice study 


NK SEWN WN 


wn 


—- Nw & NY 


: 2 69 | 
3 116 
4 168 
7 4 167 
4 177 $4 
21 
2 46 
3 139 
3 112 
21 
76 
16 
123 
86 
104 
177 
177 
5 
‘ 170 
123 
128 
177 
2 
123 
168 
2 
86 
120 
6 
112 
177 
64 
168 
123 
59 
27 
179 


Retail panel audit data 
Retail store 
distribution 
study 


Retailers 


Sales promotion research 
Sampling, random 
‘Save water’ campaign 
Scaling 
Semantic differential 
Semantic scale data 
Sexual polarisation of food 
‘Simply years ahead’ study 
Slogan recognition 
Social research 
Stapel scale 
Store 

choice behaviour 

study 


Thurstone scale 
Toiletries study 
Tourist boards 
Tracking studies 
Trade buying 
Trade-off model 


TV advertising schedules 
Utility sums 
Video telephone study 


Where to stay 
Wholesalers 
Women 
in advertising 
attitudes to food of 
Workington By-Election Survey 


Book review index 


Betson, A. Juvenile theft: the causal factors 
Alan Hedges 


3 123 
3 128 
i 22 
3 123 
18 
112 
167 
¥ 177 
21 
21 
76 
167 
174 
12 
21 
2 59 
1 22 
21 
123 
151 
167 
123 
2 4 
152 
27 “4 
6 
181 
4 154 
3 123 ; 
2 16 
2 16 
3 117 
| 
number page 
4 


CHRISTOPHER, M. G. see Eitiott, C. K. 
CorKINDALE, Davin R. and Kennepy, SHerriL H. Measuring the 
effects of advertising J. W. P. Cornish 2 


Drew, CuiFForD J. Introduction to designing research and evalua- 
tion S. T. Parkinson 


E.uiott, C. K. and CuristopHer, M. G. Research methods in 
marketing M. M. Brown 


tN 


93 


FirtH, MicHaeL. Forecasting methods in business and manage- 
ment E. J. Davis 


wm 


Fitzroy, Peter T. Analytical methods for marketing 
Peter Doyle 


GILCHRIST, WARREN. Statistical forecasting E. J. Davis 


tN 
wn 


KENNEDY, SHERRIL H. see CORKINDALE, Davin R. 
KRAUSHAR, PETER M. New products and diversification 
Colin Greenhalgh 


Mipc_ey, Davin F. Innovation and new product marketing 
Colin Greenhalgh 


Ray, MICHAEL L. and Warp, Scott (Editors) Communicating with 
consumers. The information processing approach 
Richard Leader 4 189 


Rowan, Joun. The power of the group Elizabeth Nelson 2 97 


Scott, Rosemary. The female consumer Jackie Dickens 


19] 
StupMaNn, Seymour. Applied sampling Len Marchant 2 96 


Tuck, Mary. How do we choose? Richard Leader 


VAN DE Merwe, Caspar. Thesaurus of sociological research ter- 
minology 


Naomi E. McIntosh 


Warb, Scott see Ray, MICHAEL L. 


Wes.owsky, GeorGeE O. Multiple regression and analysis of var- 
iance 


Peter Sampson 4 188 


94 
| 

| 

4 189 

142 

‘ 

5 


‘ 
= 
| 
| 
} 


